This study intended to investigate antecedents of customer loyalty and their interrelationships in Sri Lankan veterinary healthcare context. At the end of the critical reviewing process of extant literature, researchers developed a questionnaire. In order to obtain necessary data, researchers administered a questionnaire with five constructs. Namely, Corporate image, perceived service quality, perceived value, customer satisfaction and customer loyalty. All required responses were obtained by seven point Likert Scale. A total of 150 valid samples collected through convenience sampling technique at the Immunization Unit of the Veterinary Teaching Hospital. For the data analysis of this exploratory study, researchers decided to adopt variance-based Structural Equation Modeling by Partial Least Square (PLS-SEM). The data analysis performed in two stages. Firstly, measurement model analyzed for validity and reliability. Later, structural model analyzed for derive direct and indirect relationships. All hypothesized relationships except between perceived value and customer loyalty are significantly positive. However, customer satisfaction plays a role of full mediation between perceived value and customer loyalty. Perceived service quality plays partial mediation between corporate image and perceived value. Furthermore, perceived value plays partial mediation between perceived service quality and customer satisfaction. Finally, researchers conclude corporate image, perceived service quality, perceived value and customer satisfactions are antecedents for customer loyalty and they impose direct, and highly complex full, partial and multiple mediation effect on customer loyalty.
Introduction
A stable economy is a great bless to a developing country and service sector is the one of major contributor for such fortune. Therefore, further improvement in service sector is prerequisite for future development of Sri Lankan economy. Earlier, many academics and practitioners considered that service quality is the most important factor that favors feasible growth in service sector. However, later paradigm shift to customer satisfaction and finally towards customer loyalty. It is well documented that increasing customer retention or loyalty by 5% could lead to 25-75% profit growth (Chan et al. 2001) . Similarly, the cost of attracting new customer may be five times costly than retaining a current customer (Kotler et al. 1999) . Furthermore, loyal customers are willingly forgiving mild failures in service delivery, less sensitive to price and disseminate positive word-of-mouth about service provider. Therefore, customer loyalty can be a major source of growth, profit and strong asset (Anderson and Mittal, 2000) to a service rendering organization.
A favorable economy associated with other factors such as rapid penetrability through technology (internet), shift from collectivism to consumerism, extended family to nuclear family concept and labor migration create great demand for veterinary healthcare in Sri Lanka. Generally, increased demand associate with high competition among veterinary healthcare providers. Despite furious competition, sustainable competitive advantage gain only by customer loyalty. Such loyal customers are often show willingness to recommend service provider (Reichheld and Sasser, 1990; Zeithaml et al. 1996) and considered as an assets (Peters, 1987) . Therefore, it is imperative to gain in depth knowledge on customer loyalty in veterinary healthcare context and align strategies accordingly. Despite, there is complete grey area in extant literature regarding antecedents of customer loyalty and their interrelationships in veterinary healthcare in Sri Lanka.
Several studies conducted by researchers have come to conclusion that customer satisfaction has effects on customer loyalty and it is one of primary determinant of customer loyalty (Anderson and Sullivan, 1993; Oliver, 1999; Reichheld and Sasser, 1990) . However, Andreassen and Lindestad (1998) exclaimed that corporate image affects the customer satisfaction and has a significant influence on customer loyalty. Furthermore, Parasuraman et al. (1988 Parasuraman et al. ( , 1991 confirmed a significant positive relationship between perceived service quality and willingness to recommend. Bolton & Drew (1991) suggested that perceived value is a richer, more preferred and comprehensive measure of overall evaluation of a service than service quality. Later, both academics and practitioners of marketing science, have begun focus much attention on perceived value as a key strategic variable to help explain repeat purchase behavior, and brand loyalty (Patterson & Spreng, 1997) . Lastly, authors who engage in this study (2015) , confirmed significant relationship between perceived service quality and customer satisfaction in Sri Lankan veterinary healthcare. Therefore, with reference to critical review of extant literature, the purpose of this study is to propose and empirically analyze a conceptual model which considers corporate image, perceived service quality, perceived value, customer satisfaction as antecedents of customer loyalty in Sri Lankan veterinary healthcare context. Furthermore, researchers incorporate all complex and dynamic constructs in conceptual model into a single framework and analyze simultaneously.
Theoretical Background
Corporate Image: Andreassen and Lindestad (1998) described corporate image as "a function of the accumulation of purchasing or consumption experience over time". Similarly, Barich and Kotler (1991) opined that corporate image is the overall impression of a company on the minds of the public. However, Keller (1993) defined corporate image as "perceptions of an organization reflected in the associations held in consumer memory".
Corporate image represents a cumulative or relational measure which reflecting a customer's overall impression and mental picture of the firm (Bloemer et al. 1998; Zimmer and Golden, 1988) . Gray (1986) has clearly elaborate that managing the corporate image is the key to maintain public trust. Nguyen and LeBlanc (1998) have argued a better understanding of the components of corporate image helps management improve the competitive performance of the firm. However, the objective assessment of corporate image is a difficult task due to its inherent inductivity and subjectivity (Pina et al.2006) .
Perceived Service Quality:
Perceived service quality is defined as "the consumer's judgment about a product's overall excellence or superiority" (Zeithaml, 1988) . According to Lewis (1989) , perceived service quality is a consumers' judgment and results from comparisons make between their expectations and their perception of the actual service performance.
Perceived service quality has been linked to many reflectors of business performance. They are: customer satisfaction, loyalty, word-of-mouth referral, price insensitivity, and growth in market share (Boulding, Kalra, Staelin, and Zeithaml, 1993; Rust and Zahorik, 1993; Woodside, Frey and Daly, 1989; Zeithaml et al. 1996) .
Perceived Value: Zeithaml (1988) defined perceived value as an overall trade-off of "get" versus "gave up". In general, perceived value defined as a consumer's perception of the subjective worth of some activity or object considering all net benefits and costs of consumption (Babin et al. 1994) . Several scholars described perceived value as the perception of quality, mindset, benefits gained and the financial value of the service delivered (Bishop, 1984; Velimirovie et al. 2011 ).
Customer perceived value has recently gained much attention among marketing researchers because of its influencing effect on purchase behavior and impact on achieving sustainable competitive advantage (Bolton and Drew, 1994; Parasuraman, 1997; Zeithaml, 1988) .
Scholars have identified two major approaches to the conceptualization and dimensionality of perceived value. The first approach defines perceived value as a construct which configured by benefits received (social, economic and relational) and sacrifices made (price, time, effort, risk and convenience) by the customer (Cronin, Brady and Hult, 2000; Dodds, Monroe and Grewal, 1991; Grewal, Monroe and Krishnan, 1998; Lovelock, 1991 , Zeithaml, 1988 . However, in the second approach, perceived value viewed as a multidimensional construct (De Ruyter, Wetzels and Bloemer, 1998; Sweeny and Soutar, 2001; Woodruff, 1997) . Several scholars have identified two dimensions for perceived value. They are: functional and emotional or affective. Later, Sweeney and Soutar (2001) identified three dimensions and named as functional value, social value and emotional value.
The extant literature has established that perceived value has been conceptualized as what customers get for what they give or the overall evaluation of the utility of a service provision based on perceptions of what one received for what one gives (Baker et al. 1994; Zeithaml, 1988) .However, researchers willingly compromised with previous studies by (Baker, Parasuraman, Grewal and Voss, 2002; Cronin, Brady and Hult, 2000; Grewal, Monroe and Krishnan, 1998; McDougall and Levesque, 2000) have used uni-dimensional measure, with several items which represent overall perceived value.
The ability of a service provider to accomplish superior value in the mind of customer has become a mean of differentiation and a key to the riddle of how to find a sustainable competitive advantage (Ravald and Gronroos, 1996) . Furthermore, perceived value is a first-order element in relationship marketing (Oh, 2003; Ravald & Gronroos, 1996) . Finally, perceived value is considered the key outcome in service consumption (Babin et al. 1994 ).
Customer Satisfaction: Levesque and McDougall (1996) defined customer satisfaction as an overall attitude that customers hold towards a service provider. Rust and Oliver (1994) , defined customer satisfaction as "a cognitive or affective reaction" that surfaces in the form of a response to a single or multiple set of service encounters. According to Oliver (1997) customer satisfaction refers to consumer reaction to the state of fulfillment, and customer judgment of the fulfilled state.
Extant literature reveals two different ways of conceptualization of customer satisfaction. They are: service encounter or transaction specific satisfaction and overall or cumulative satisfaction (Bolton and Drew, 1991; Cronin and Taylor, 1994) . However, cumulative satisfaction is a more reliable and fundamental indicator of the firm's past, present and future performance (Bitner and Hubbert, 1994; Oliver, 1996; Rust and Oliver, 1994) . Therefore, in this study, researchers conceptualize customer satisfaction as cumulative manner.
Customer Loyalty: Jacoby and Chesnut (1978) defined customer loyalty as a behavior result of consumers' preferences for a specific brand from a set of similar ones. Similarly, Oliver (1999) defined loyalty as "deeply held commitment to rebuy the favorite product or service in the future, in spite of situational influences and marketing efforts which can modify the behavior". According to Zineldin (2006) , loyalty defined as a commitment to continue to make business with a company, on the long term is a state of mind, a set of attitudes, beliefs or desires".
The extant literature on loyalty clearly identified two main directions. They are: measure loyalty through dimensions (one, two or three dimensions), measure it through facets (effects). The main facets of loyalty are: re-patronage intention, wordof-mouth intentions and buying frequency. Companies can decrease their costs of operation, overall expenses and profit by having a loyal customer base (Copacino, 1997 ).
Loyalty can be described as a product of repeat purchase, retention with service provider, price insensitivity, resistance to counter persuasion and recommendation to relatives etc. (Jaishankar, Arnold, and Kristy, 2000) . According to Dwyer, Schurr, and Oh (1987) the most common indicators of customer loyalty are: willingness to spread positive word-of-mouth about firm and repeat purchasing. The customer loyalty is consists of four indexes, namely, customer repurchase intentions, price tolerance, willingness to recommend and cross-buying intentions (Gronholdt, Martensen and Kristensen, 2006) . According to Julander et al. (1997) , customer loyalty has two dimensions, namely, behavioral and attitudinal. The behavior dimension refers to a customer's behavior on repeat purchases while indicating preference for service overtime.
While attitudinal dimension refers to customer's intention to repurchase and recommend (Getty and Thompson, 1994) . Customer loyalty can be measured by behavioral, attitudinal and integrated manner (Grisaffe, 2001) .
In this study, customer loyalty is assumed as a customer who purchases same service provider when requirement arise, and who continues to recommend or maintains a positive attitude towards his favorite service provider.
Hypotheses Formulation
The corporate image through its filtering effects influences perceived service quality and customer satisfaction (Andreassen and Lindestad, 1998). According to Lai et al. (2009) , service quality and corporate image have significant, direct effects on perceived value. Previous studies have pointed out that corporate image had a significant influence on customer satisfaction and loyalty (Zins, 2001; Park et al. 2004 ). According to Andreassen and Lindestad (1998) has investigated the influence of corporate image on customer loyalty in service sector and revealed that corporate image has both direct and indirect influence on customer loyalty. Furthermore, they concluded that for complex and irregular purchased services, corporate image is the main predictor of customer loyalty. The Similar study in Australia performed by Hart and Rosenberger (2004) , revealed that corporate image has marginally, significant direct effect on customer loyalty, however, substantial effect mediated by customer satisfaction. Similarly, Bloemer and Ruyter (1997) opined that customer satisfaction acts as mediator between corporate image and customer loyalty. Therefore researchers propose following hypotheses:
H1-Corporate image has positive influence on perceived service quality. H2-There is a positive relationship between corporate image and perceived value H3-Corporate image has positive impact on customer satisfaction. H4-Corporate image has positive influence of customer loyalty.
According to study conducted by McDougall and Levesque (2000) , perceived service quality and value were the most important drivers of customer satisfaction across four service contexts. Some scholars have suggested that perceived service quality has a positive impact on perceived value (Cronin et al. 2000; Lapierre et al. 1999 ).
Several studies in past have been established the notion that a positive relationship exist between service quality and customer satisfaction. Further, scholars in marketing were identified service quality as the primary factor that affects customer satisfaction (Zeithaml and Bitner, 1996; de Ruyter et al. 1997; Lin et al. 2005) . However, according to Lai et al. (2009) , perceived service quality has significant direct effects on perceived value, predicts satisfaction and customer loyalty. Thus, perceived value plays an important mediating role between service quality and loyalty and corporate image and loyalty. However, Andreassen and Lindestad (1998) exposed that value has a positive influence on customer satisfaction in developing customer loyalty. Similarly, Patterson and Spreng (1997) declared that perceived value is a positive and direct antecedent of customer satisfaction.
Evidence based on empirical work support association between service quality and customer satisfaction (Heskett et al. 1994; Lynch and Ariely, 2000) , perceived service quality and customer loyalty (Cronin et al. 2000) and satisfaction and loyalty (Berns, Mugica and Yague, 2001 ). According to previously elaborated extant literature, researchers propose following hypotheses:
H5-perceived service quality has positive effects on perceived value. H6-There is a positive relationship between perceived service quality and customer satisfaction. H7-Perceived service quality has positive impact on customer loyalty. H8-There is a positive relationship between perceived value and customer satisfaction. H9-perceived value has positive effects on customer loyalty. Fornell (1992) revealed that high customer satisfaction leads to improved loyalty towards firm and it decreases customers' sensitivity towards competitive offers by competitors. Furthermore, past studies (Cronin and Taylor, 1992; Cronin, Brady and Hult, 2000; McDougall and Levesque, 2000) added sufficient evidences that satisfaction influence customer loyalty which referred as continuous positive buying behavior of customer. Many researchers (Oliver and Linda, 1981; Cronin and Taylor, 1992; Fornell, 1992; Anderson and Fornell, 1994) explained that satisfaction is the most significant determinant of customer loyalty. Hapsari, et al. (2016) , revealed that perceived value has mediating effects on service quality and customer satisfaction. Similarly, Lai (2014) confirmed perceived value as a mediator of the relationship between service quality and customer satisfaction. The result of the study conduct by Chen et al. (2007) revealed that perceived service quality has mediator effect on corporate image and perceived value. Therefore, researchers propose following hypotheses: H10-Customer satisfaction has positive influence on customer loyalty. H11-Perceived value positively mediates the relationship between perceived service quality and customer satisfaction. H12-Perceived service quality positively mediates the relationship between corporate image and perceived value.
The Conceptual Model
In compromise with the purpose of this study, researchers determined to examine the relationships between customer loyalty with its four antecedents, namely, corporate image, perceived service quality, perceived value, and customer satisfaction in a single framework. Based on prior mentioned interrelationships, a conceptual model is proposed in Figure: This paper is organized in following manner. First, the literature regarding corporate image, perceived service quality, perceived value, customer satisfaction and customer loyalty reviewed. Later, greatly elaborate methodology adopt in this study. The results then presented with discussion of the research. Finally, elaborate conclusions and recommendations, briefly summarize contributions from this study. At the end, briefly describe limitations and future research.
Methodology
This study is truly exploratory in nature with explanatory component and can be considered as cross-sectional study. The target population of this study comprises purely clients of Veterinary Teaching Hospital. A total of 150 valid samples were collected by convenience purposive sampling technique due to nature of the professional service, limited availability of time, manpower and financial constraints. However, researchers impose criteria in order to consider as an eligible candidate for include in study sample. They are: should be over 18 years of age, fluent in English or Sinhala language,
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Customer loyalty willing to respond questionnaire and at least visit twice to Veterinary hospital within last six months. For the purpose of primary data collection, researchers designed a self-administered questionnaire according to related extant literature and to veterinary healthcare context in mind. Both English and Sinhala versions were subjected to pre-test and revised. The questionnaire consists of only one part and it solely devoted to gain responses for corporate image (5-items), perceived service quality (4-items), customer satisfaction (5-items), perceived value (5-items) and customer loyalty (7-items). All responses were taken by 7-point Likert type scale (1-strongly disagree, to 7-strongly agree).
Questionnaire Design: Corporate image was measured by five items which developed by Bayol et al (2001) . The overall perceived service quality is considered as uni-dimensional and measured by four items which operationalized as consumer's judgment of or impression about veterinary hospital's overall excellence or superiority (Brady and Cronin, 2001; Parasuraman et al., 1988) . However, overall perceived service quality was measured by four items construct borrowed by . The construct for perceived value developed by slightly modifying Dodds, Monroe & Grewal (1991) construct with five items. Customer satisfaction was measured by five items borrowed from which derived from Oliver (1997) . Customer loyalty scale adapted from Srinivasan et al. (2002) , which derived from Parasuraman (1996) and Gremler, (1995) .
Data Collection: The survey questionnaire was administered at Immunization unit of veterinary hospital. At the end of service delivery process at immunization unit, clients were asked their willingness to take part in survey. The survey questionnaire was distributed according to their language preference. A total of 225 questionnaires were distributed. However, 150 well completed responses obtained and finally, achieved 66.6% response rate. With reference to PLS literature, the total minimal sample size should be 10 more than the paths or predictors in the model (Barclay et al. 1995; Chin and Newsted, 1999; Hair et al. 2011 ).However, Hoyle (1995 suggests that a sample size of 100 to 200 is usually sufficient for carrying out path modeling. Therefore, authors established more than minimal sample requirement.
Data Analysis
The hypothesized direct and mediated relationships specified in the conceptual model were tested using Partial Least Squares (PLS) technique, a variance-based structural equation modeling (SEM), by using Smart PLS 3.0 software (Ringle et al. 2014) .Researchers justify analysis by Smart PLS because the competencies of PLS-SEM and they can be described as ability to handle small sample size, exploratory nature of the study, complex nature of conceptual model, no assumptions of the particular scale and normality of data distribution (Fornell, 1982; Hair et al. 2012; Ringle et al. 2012 ,Wold, 1985 . Finally, it is novel and user friendly software which can be access freely by trial version.
In this study, researchers adopt analysis by two-stage approach (Anderson and Gerbing, 1988) . They are: focus attention on measurement model and finally by analysis of structural model.
Measurement Model Validation:
It is imperative to establish construct validity and reliability of the construct. In this study, researchers used reflective model. In order to establish reliability, researchers examined outer loadings of items of each variable (indicator reliability) and internal consistency reliability by composite reliability. According to Hulland (1999) , square each outer loading to find the indicator reliability and it should be 0.7 or higher is preferred but for exploratory study, 0.4 or higher is acceptable. The Table 1 below shows that all indicator reliabilities are well above acceptable 0.4 minimal. All items (outer loadings), which include in final construct showed significant t-statistics (p < 0.05). Later, we further analyzed for composite reliability of each construct. According to Bagozzi and Yi (1988) , composite reliability should be 0.7 or higher to be accepted. However, all five constructs indicate composite reliability values above 0.7, with lowest 0.821 for corporate image construct and highest 0.944 for customer loyalty construct. While achieving indicator reliability and internal consistency reliability researchers were successfully established reliability of the questionnaire.
In order to assess convergent validity, researchers performed further analysis by Smart PLS for obtain average variance extracted (AVE). According to Bagozzi and Yi (1988) , it should be above 0.5 or higher. Similarly, construct for corporate image indicate lowest 0.605 and 0.809 highest AVE value for customer loyalty (Table: 1 below). Therefore, convergent validity of the measurement model achieved. In this study, discriminant validity measured by Fornell and Larcker Criterion (Table: 2 below). Fornell and Larcker (1981) suggest that the square root of AVE of each latent variable should be greater than the correlations among latent variables. Table 2 shows square roots of AVE in bold on the diagonal of the table and correlations in normal and it confirms satisfactory discriminant validity in measurement model. Henseler et al. (2009) suggest, the use of bootstrapping by drawing 5000 re-samples to generate standard errors and t-statistics to measure the statistical significance of the path coefficients. Therefore, the second step of the structural model analysis is the bootstrapping process (5000 samples) which gives statistical evidences for structural path significance. In present study, researchers thoughtfully selected one-tail t-statistics. Therefore, t > 0.98, accepted as significant. According to Hair (2012) , path coefficients of structural path model can be interpreted relative to one another. Furthermore, path coefficients of structural model can be described as the standardized beta coefficients in an Ordinary Least Square Regression. Therefore, path coefficients represent the estimated change in the endogenous construct for a unit change in predictor variable. All path coefficients which considered in this study, tabulated in Table 4 below. All standardized beta values except relationship between perceived value and customer loyalty are significant (t > 0.98).The strongest direct relationship is between corporate image and perceived service quality (β = 0.617; t = 10.566; p < 0.05), followed by structural relationship between perceived value and customer satisfaction (β = 0.527; t = 5.535; p <0.05). On the other hand, both perceived value (β=0.527; T= 5.535; P< 0.05) and corporate image (β = 0.249; t = 20474; p < 0.05) are significant exogenous variables for customer satisfaction. This result agreed with the study of Lai et al. (2009) which revealed that both perceived value (β = 0.436; p < 0.01) and corporate image (β = 0.528; p < 0.01) are significant indicators of customer satisfaction. Corporate image and perceived service quality variables have direct relationships with perceived value. However, perceived service quality has greater influence on perceived value (β = 0.489; t = 4.111; p < 0.05). Furthermore, customer satisfaction shows the strongest relationship on customer loyalty (β = 0.382; t = 4.256; p < 0.05) followed by corporate image (β = 0.371; t = 4.401; p <0.05). Previous studies suggested that customer satisfaction and customer loyalty can be mainly achieved by corporate image (Chang and Tu, 2005; Martenson, 2007; Hu and Wall, 2005) . Therefore, the results obtain from this study, agree with previous studies. However, perceived service quality has positive effects on customer satisfaction (β = 0.180; t = 2.409; p < 0.05). This result further confirmed, previously obtained result regarding relationship between perceived service quality and customer satisfaction (Dassanayake and Weerasiri, 2015) . On the other hand, literature establishes that satisfaction is the key determinant of customer loyalty (Oliver, 1999) .Therefore, previously mentioned result of this study, is compromise with literature by Oliver (1999) . According to direct path coefficient table below, there is only one direct relationship between perceived value and customer loyalty is considered as insignificant (β = 0.084; t = 0.971; p > 0.05). Indirect Relationships: The Table 5 below elaborates indirect relationships for the structural model tested. Most of them have multiple mediators and highly complex in nature. All indirect relationships are significant (at 5%level) and therefore, our H11 and H12 hypotheses are accepted without any hesitation. That is perceived value has mediator effects on perceived service quality and customer satisfaction relationship (β = 0.258; t = 3.405, p < 0.05) and perceived service quality has mediation effects on corporate image and perceived value relationship (β = 0.302; t = 3.255; p < 0.05). Once the significance of the indirect effects is established, it is imperative to investigate the strength of the mediator by Variance Account For (VAF). It can be interpreted that perceived value contributes 58.9% of effects as mediator on perceived service quality and customer satisfaction. According to Hair et al. (2013) , when VAF exceeds the 0.2 threshold level, partial mediation reached and when it exceeds 0.8, full mediation demonstrated. Therefore, above mediation can be described as partial mediation.
For the mediator effects of perceived service quality on corporate image and perceived value: VAF =0.617*0.489 /(0.617*0.489)+0.268 VAF = 0.302 /0.570 VAF = 0.529
Similarly perceived service quality contributes 52.9% of effects on corporate image and perceived value. Furthermore, it has partial mediation on corporate image and perceived value.
However, according to Table 5 below, the direct relationship between perceived value and customer loyalty is insignificant (β= 0.084; t = 0.971; p >0.05). Despite that, indirect relationship between perceived value and customer loyalty is significant (β= 0.201; t = 3.118; p <0.05). This can be described as that customer satisfaction has full mediator effects on perceived value and customer loyalty. Furthermore, similar result regarding full mediation by customer satisfaction on perceived value and customer loyalty obtain by Lam et al. (2004) , in their study on business-to-business context. Coefficients of Determination and Predictive Relevance: The adjusted R 2 value is 0.752, (Table 6 below), for the customer loyalty endogenous variable. This means that the four variables (corporate image, perceived service quality, perceived value and customer satisfaction) explain 75.2% of the variance in customer loyalty and it is substantial. Similarly, for endogenous variable refers customer satisfaction, the representative adjusted R 2 value is, 0.695 (i.e. moderate) and it means, 69.5% of the variability of customer satisfaction can be explained by perceived value, perceived service quality and corporate image. Furthermore, the adjusted R 2 Value for perceived value is 0.466 and 46.6% of the variability of perceived value described by perceived service quality and corporate image. However, it is weak relationship. Finally, 37.7% of variability in perceived service quality, describes by corporate image and it is again a weak relationship. According to Hair (2012) , Q 2 value is an indicator of the model's predictive relevance and Q 2 values larger than zero for a specific reflective endogenous variable suggests the path model's predictive relevance for a particular construct. Hence, values of 0.02, 0.15 and 0.35 indicate that an exogenous construct has a small, medium or large predictive relevance for selected endogenous construct (Cohen, 1988) . Therefore, endogenous constructs namely, customer loyalty and customer satisfaction indicate high Q 2 values 0.553 and 0.427, therefore distinguish as high predictive relevance while perceived service quality (Q 2 = 0.262) and perceived value (Q 2 = 0.272) have medium predictive relevance. Effect Size (f 2 ): According to Hair (2012) the effect size (f 2 ) is a measure of the impact of a specific exogenous construct on an endogenous construct. However, Cohen (1988) opined that f 2 values of 0.02, 0.15and 0.35 are eligible to interpret as small, medium and large effect sizes, respectively. Therefore the largest effect size (0.615) appears influence of corporate image on perceived quality followed by perceived value on customer satisfaction (0.489). With reference to the result obtain (Table 7 below) researchers declared fair amount of considered relationships show large or medium effect size. (Table 8 below) . That means all direct relationships except between perceived value and customer loyalty are significantly positive. The largest direct relationship is between corporate image and perceived service quality followed by relationship between perceived value and customer satisfaction.
Furthermore, last two hypotheses regarding mediation effects also accepted. That means perceived value has significant mediator effects on perceived service quality and customer satisfaction. Similarly, perceived service quality has significant mediator effects on corporate image and perceived value. However, customer satisfaction plays full mediation between perceived value and customer loyalty. 
Yes
Conclusions and Recommendations
The validity and reliability of the questionnaire was achieved by indicator reliability, internal consistency reliability, convergent and discriminant validity. Therefore, measurement model can be considered as satisfactory for research purpose. All hypothesized relationships except between perceived value and customer loyalty are acceptable. On the other hand, there is significant indirect relationship between perceived value and customer loyalty. Therefore, researchers describe it as full mediation by customer satisfaction on perceived value and customer loyalty. However, the largest relationship is between corporate image and perceived service quality followed by perceived value and customer satisfaction. Most important exogenous variable for customer satisfaction is perceived value and followed by corporate image. The most important exogenous variable for customer loyalty is customer satisfaction followed by corporate image. Perceived service quality has positive impact on perceived value. Perceived service quality has partial mediator effects between corporate image and perceived value. Similarly, perceived value has partial mediator effects on perceived service quality and customer satisfaction relationship. However, there are two multiple mediator relationships exist not only between corporate image and customer loyalty but also between corporate image and customer satisfaction. In this study, researchers not discuss such multiple mediators. They are beyond our purpose of study. The corporate image, perceived service quality and customer satisfaction variables are substantially describes variability of customer loyalty. Similarly, corporate image, perceived service quality and perceived value variables substantially influence on customer satisfaction. However, customer satisfaction fully mediates between perceived value and customer loyalty.
Therefore, in order to enhance customer loyalty, the veterinary hospital administrators, should pay more attention, to enhance customer satisfaction and corporate image. However, customer satisfaction mainly influence by perceived value and corporate image. Similarly, perceived value mainly influenced by perceived service quality. Therefore, corporate image, perceived service quality, perceived value and customer satisfaction are important direct and complex manner contributors for customer loyalty. Therefore, investments on further improvement of corporate image, by creating conducive environment to develop positive image and the leading veterinary hospital in the mind of customers with more concern on social contribution for society recommended. Further improvement in perceived service quality can be achieved by providing excellent, impressive and high standard quality of service. However perceived value of veterinary healthcare service mainly achieved by making them feel trust and confident at the veterinary hospital, and delivering valuable service according to they spend for treatment. From all earlier mentioned attributes are important for delight customers and to achieve ultimate supreme goal of having optimal level of loyal customers.
Contributions from this Study
Researchers dedicate this study, in order to cater grey area of extant literature regarding interrelationships and antecedents of customer loyalty in veterinary healthcare context of Sri Lanka. The questionnaire administer in this study, build by previous studies in other service contexts and confirmed validity and reliability by using various novel technique. Therefore, in future studies researchers may utilize questionnaire in order to obtain primary data.
In this study, the effects of all antecedents of customer loyalty which mentioned in conceptual model are analyzed simultaneously by variance-based, structural equation modeling with SmartPLS 3.0. Finally, recommendations based on current study may helpful for veterinary healthcare administrators to align their strategies to create and expand loyal customers for optimal financial benefits and sustainable competitive advantage.
Limitations and Future Research
In par with any study, this piece of research has several limitations. The cross-sectional nature of the research design is one of the limitations. Researchers think that there is a much deserve need for longitudinal study to deliberately aid in establishing the causal relationships between the constructs in the study.
On the other hand, researchers well deserve to have sample size more than 200, due to constraints of all available resources finally decide to satisfy with sample size of 150. Similarly, due to constraints of space and simplicity, researchers disregarded much deserved results of multiple mediator analysis.
Researchers would like to implement similar research, with public and private veterinary hospitals in Sri Lanka and would like to extend similar research to selected countries which represent Asia and Europe. Researchers would like to further development of perceived service quality and perceived value constructs, according to requirements of veterinary healthcare context in Sri Lanka.
